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Abstract
Halal certification studies in hospitality industry are rarely
explored and discussed. In particular, research on Halal certification
in Pakistan is yet to be explored. Recently realizing the potential of
Halal food market, the Ministry of Science and Technology has
established Halal Authority. In this context, this study explores the
managerial perception of International Food Chains (IFCs) towards
halal certification in Pakistan. Further, the impact of halal
certification on restaurant performance is explored. In this study six
variables were positively hypothesized whereas two variables were
negatively hypothesized in relation halal certification. For further
extension, halal certification affect was measured on restaurant
performance. Multiple regression analysis was used to estimate results,
showing the acceptance of positively hypothesized relationships and
rejection of negatively hypothesized relationships.
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Food is one of the basic needs of our life. It is also known as
the vital aspect of communication among numerous ethnic, social and
religious groups (Riaz & Chaudry, 2003). Halal is somehow considered
to be the universal food because it is consumed in both Muslims and
non-Muslims societies due to hygienic, cleanliness, animal welfare
and safety issues (Marzuki, Hall&Ballantine, 2012). When we say that
food must be halal it means, complete food supply chain must go
through halal rules and procedure; in accordance with the concept of
‘HalalanTayyiban’. Owing to significant share of halal foods; food
safety, food handling, preparation and storage are the areas of critical
concerns for regularity bodies, restaurants and customers (Cruz et al.,
2001; Manning, 2007).
It is estimated that total Muslim population in the world is
about 1.8 billion (Omar, Muhammad, & Omar, 2008) whereas halal market
is producing around US$560 billion per year. It does not mean that
Muslims countries are the only one who demand halal foods (Yusoff,
2004) non-Muslim countries are also showing tremendous positive
demand trend. Proving it, almost 75% of Muslim community in US
consume and prefer to consume halal foods (Hussaini, 1993). France,
which has the largest Muslim population among the European
countries (Lever & Miele, 2012) represented herself as one of the
largest halal market around the globe with the sales of $2-$4 billion in
2005. Whereas, Australia and New Zealand are known as one of the
major exporter of goat meat to the US (Knudson, 2006).
One of the major halal product identification is halal
certification. Halal certification is now appearing as a global identity
for quality assurance, life style bench mark for trust, safety, quality,
hygiene and many other attributes (Muhammad & Kifli, 2009).
According to managers, halal certification appears to be a competitive
advantage for restaurants, as it is a symbol of; healthy, clean and safe
food handling (Nasir & Pereira, 2008) along with regularity pressures
for registering their products.
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Food poisoning is the biggest risk (Scull, 2003), while
according to customers it is mostly caused by restaurant foods
(Knight et al., 2007, Rudder, 2006). Surveys have shown that lack of
standard enforcement has caused many health risks and food borne
illnesses. According to  the National Nutritional Survey (2011) of
Pakistan, almost 58% of population were facing food insecurity (Asim,
2012).This may be due to a lack of knowledge, governance and supplier
issue, which can lead to non-compliance towards halal practices in
the hotel industry (Rahman, 2011).
Till 2009, Switzerland based multinational ‘SociétéGénérale
de Surveillance (SGS)’, Halal Development Council HDC (an NGO)
and some other private bodies were responsible for certification
authorization in Pakistan. After the development of Halal industrial
research development HIRD (2009) there was a need of a local body.
Keeping in view the need, Halal Products Development Board (PHPDB)
and Punjab halal development agency (PHDA) was established as a
national board in Pakistan. Recently the Federal Ministry of Science
and Technology has taken initiative to establish the Halal Authority.
Purpose and research questions
Purpose of this study is three folded; first, perception of
managers (international food chains) about Halal certification that
how they perceive halal as a standard. Second; managerial decision
affecting factors regarding adoption of halal certification. And third
is about impact of certification on restaurant performance. The
research questions are;
RQ1:Do managers take halal certification as an important part of their
restaurants objectives?
RQ2:According to managers of IFCs what are the factors that motivate
and demotivate halal certification choices in Pakistan?
RQ3:What is the impact of HC on a restaurant’s Performance?
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Research modal and hypotheses
Theoretical modal is embedded in concept presented by
Marzuki (2012). Customer equity, Marketing signals, Islamic attributes,
marketing benefits, Non-Islamic attributes and local awareness are
postulated to have positive relationship with halal certification whereas
cost of compliance and cost of certification are hypothesized to have
negative relationship with halal certification adoption. In addition to
this, halal certification effect on restaurant performance is assumed
positive relationship. Hence, eight hypotheses are constructed.
Following is the research model.
According to Razalli, Yusof & Roslan (2013) the introduction
of certification management responsibility practices gear up the
implementation of internal halal control system. Halal certification also
influence human factors as well which helps in raising the performance
standards of restaurants, whereas mostly restaurants focuses more
on financial performance measures and less on non-financial measures
(Atkinson & Brown, 2001).
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Halal is about responsibility, strict compliance, respect, trust
(Marzuki, 2012), and ‘peace of mind’ (Shafie & Othman, 2006) that is
feeling of satisfaction of a Muslim after fulfillment of Islamic dietary
laws. Whereas, halal certification is a symbol of trust for customer
that enhance their satisfaction level (Al-Harran & Low, 2008).
Therefore, managers consider this factor while making strategic
decisions.
H1a: Customer equity encourages the adoption of halal
certification
Second positively hypothesized relationship is marketing
signals. This dimension includes basic halal certification attributes
like; food quality (Riaz&Chaudry, 2004), food safety (Knight, 2007),
taste genuity, hygiene (Shafie& Othman, 2006) and wholesomeness
(Regenstein et al., 2003). Halal certification appears to be a competitive
advantage for International Food Chains (Nasir & Pereira, 2008). As
halal refers to the clean and hygiene food which is very close to the
food safety(Yusoff, 2004) so it suggested that food hygiene should
be monitored and maintained at the each stage of food supply chain
(Marzuki, 2012). So the hypothesis is;
H1b: Marketing signals encourages the adoption of halal
certification
Religion control over food intake is based on the religious
beliefs itself (Hanzaee & Ramezani, 2011).In hotel industry, the system
that provides a clear set of data related to food ingredients, its
production location and its entire supply chain activities refer as
traceability system (Meuwissen, 2003). This system in Islam refers as
HalalanTaiyyiban. Consumers are now looking for quality and fresh
food because of their high concern about food safety; they are also
concern about the production and manufacturing process (Farm &
Jacoby, 2005).
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H1c: Islamic attributes encourages the adoption of halal certification.
Market benefits are termed as those advantages which
management receives after getting their restaurant certified (Marzuki,
2012). According to Nasir and Pereira (2008) halal certification has
proven itself as a unique trademark socially for Muslim customer in
particular for Muslim tourists. In support of above statement, Zailani
et al. (2011) reported that competitive advantage in term of attracting
local and foreign tourists is acquired by halal certified restaurants.
H1d: Marketing benefits encourages the adoption of halal
certification
Although ritual slaughter has strong bonding with value of
faith, which is followed by tradition and health (Bonne et al., 2007;
Bonne et al., 2009) but Non-Muslim customers also prefer it (Wan-
Hassana&Awang, 2009). Around the globe, halal food assures safe
consumption to every ethnic groups and communities (Talib et al.,
2008; Yusoff, 2004; Riaz & Chaudry, 2004). That’s why we can say that
potential in market for halal food is tremendous (Muhammad, 2007;
Muhammad et al., 2009).
H1e: Non-Islamic attributes encourages the adoption of
halal certification.
Awareness refers to the understanding and information about
particular things (Aziz &Chok, 2013). Lack in awareness and knowledge
about halal foods is a result of food borne sickness which has taken
so many lives. Shears et al. (2001) also explained this statement by
arguing that growth of viruses, bacteria and parasites is the result of
bad food handling. This is all because of the lack of awareness among
customer. But now customers are demanding certified food as
awareness level is increasing.
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Hf: Local awareness encourages the adoption of halal
certification
Cost of certification is associated with both tangible and
intangible costs (Marzuki, 2012). In order to get certification,
substantial amount of money has to be paid and indeed a lengthy
time frame yet another problem (AL-Harran & Low, 2008). Whereas,
cost of compliance is managers’ perception that halal certification is
very difficult to follow and very challenging to maintain as a standard
(Yusoff, Chik& Mohamad, 2004) therefore, they avoid certification.
H2g: cost of certification discourages adoption of halal certification.
Certification is restricted not only to food  areas but it is also demanded
in toiletries as well, which includes; soaps, shampoos, toothpastes,
deodorant, shaving cream, tooth brush etc. (Aziz and Chok, 2013).
Halal certification is not only the religious concern because it is
appearing as a global identity for quality assurance, life style and
many other attributes (Muhammad et al., 2009). Halal concept is
presenting itself as a bench mark for trust, safety, quality and hygiene
among Non-Muslims (Marzuki, 2012).While literature asserts that
maintaining the standard enforcement and certification in restaurants
ultimately enhance restaurant performance (Bernhardt, Donthu&
Kennett, 2000).
H3: halal certification has positive impact on restaurant
performance
Method
This study has adopted quantitative approach for data
collection. Target respondents were managers of international food
chains (IFCs) because of two main reasons. First, managers take part
in day to day management activities and decisions making about
restaurant .Second, managers do have information about the
performance level of their restaurant and about customer choices and
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preferences (Wan-Hassana&Awang, 2009; 2007). SPSS 17 was used
to estimate causal relationship and statistical analysis.
Sampling and data collection
As the population size was too small (N = 210) that’s why
entire population was taken as sample to enhance generalizability. All
over the Pakistan data was collect across 9 different geographical
locations. Questionnaires were sent through post mail to those
restaurants; however, 163 of them were received by researcher which
makes 71% response rate.
Instrument selection and reliability
Questionnaire was measured at five-point Likert scale ranging
from strongly disagree to strongly agree, whereas restaurant
performance was measured at same scale (five-point) ranging from
very low to very high. This instrument has also been used in previous
study by Marzuki (2012). Research instrument was in English language
for better understanding and least misinterpretation. Reliability was
checked according to the recommendation of Nunnally (1978). All the
nine items came out with reliability α > 0.7 that satisfied the standard.
Reliability statistics are given in Table 3.
Assumption of regression
To find out the autocorrelation Durbin-Watson test was
applied. The extracted value of Durbin-Watson test of this study was
1.71. In this study multicollinearity has been measured by two methods
namely; variance inflator factor (VIF) and tolerance test (Kleinbaum et
al., 1988).Results showed that all VIF values were less than 1 and
none of tolerance level was below 0.1.However test of
hetroscardasticity shows that all the values of Levene’s test are non-
significant (p>.05) it means that there is dissimilarity among variances
of all variables.
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Results
From total number of respondents 42.3% were under the age
of 30-40 years and 24.5% belonged to 41-50 years. All participants
were male and belonged to Islamic religion (all the participants were
Muslim). 54.0% of participants had bachelor degree, 46.0% possessed
Masters (16 years) degree. Whereas organization demographics reveal
that KFC came out with highest response rate (30.7%) and Hardees
with lowest (3.7%).
Factor analysis was conducted to get theoretical insight of
selected variables (Hutcheson & Sofroniou, 1999) as factor analysis
is about interrelationship of variables in a study (Pallant, 2007). Halal
certification and Islamic attributes turned out with two factors whereas
other variables came with one component. For halal certification two
components are named as customer perspective and competitor
perspective whereas for Islamic attributes component are named as,
traceability and customer focused. They are incorporated in the study
for further tests. Factor analysis can be seen in the Table 1.
Table 1:
Factor analysis of independent variables
 
Items 
 
Factors 
1                  2 
Cronbach's 
alpha () 
Islamic attributes 
Traceability 
signifies all food sources are halal certified  
(traceability) 
 
.705 
(customer 
focused) 
.783* 
 
(.693*) 
signifies conformance to halal standards .837   
Customer Focused 
increase demand from the Muslim customers 
  
.674 
(.741*) 
increase confidence level among the Muslim customer 
Total variance explained 
 
31.03% 
.796 
30.13% 
 
Note: * > .60    
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Table 1.1:  
Factor loading for dependent variables 
  
Items  Factor 
1                         2 
Cronbach's 
() 
Hala l certification 
Customer perspective 
As an important aspect of the food service industry 
Customer 
perspective 
.758 
Competitor 
perspective 
 
.835* 
(.736*) 
Is to cater for the Muslim customer on ly .821   
As a way to increase the number of the customer .718   
As adding value to their restaurant .633   
Is gaining acceptance from the foreign people .568   
Competitor perspective 
Is a regulation to promote standardization  
  
.679 
 
(.774*) 
Is a better standard compared to other countries  .839  
As a signal of trust to the related local authority in 
approving domestic food products 
 .550  
As a signal of trust to the related local authority in 
approving international food products 
 .585  
Total variance extracted (%) 30.29% 25.93%  
Multiple regression analysis was used to analyze dependency
relationship. The value of adjusted R2 (.812; .216) show goodness of
fit for the model means all these independent variables predict 81% of
variation in halal certification adoption, whereas halal certification
predicts 21% of the variation in restaurant performance. In Table 2 H1
shows positive and significant relationship with halal certification,
whereas H2 came up with negative but insignificant β values. and
halal certification turned out to be strongly positive predictor for
restaurant performance with β = 1.14**).
* p< .05,  ** p < .001                         . 
Table 2:  
Results of study 
 
Variables 
Halal Certification 
(H1 & H2) 
Restaurant 
Performance 
(H3) 
Hypothesis  
 Coefficient β Coefficient β  
Consumer equity .760** - Supported  
Marketing signals .390* - Supported 
Islamic attributes 
     Traceability 
    Customer focused 
.790** 
.641** 
.356* 
- 
- 
- 
Supported 
Marketing benefits .653** - Supported 
Non-Islamic attributes .134* - Supported 
Local awareness .292* - Supported 
Cost of certification -.145 - Unsupported  
Cost of compliances -.162 - Unsupported 
 
Halal certification 
 
- 
 
1.140** 
 
Supported 
 
Notes: significance at: *p< 0.05;  ** p< 0.001. n = 163 ;  
R2= 0.822,  Adjusted  R2 = 0.812;  dependent variable: halal certification 
R2= 0.219,  Adjusted  R2 = 0.216;  dependent variable: Restaurant performance 
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Table 3 shows that all independent variables, along two
components of Islamic attributes are positively associated with two
extracted factors of halal certification. Cost of compliance and cost of
certification having insignificant influence on halal certification and
its components. However, halal certification and its components;
customer perspective and competitor perspective are significant
estimator of restaurant performance.
 
Table 3:   
Results of study (extracted variables) 
 
Variables 
Relationship with Halal 
Certification-customer 
perspective 
Relationship with  Halal 
Certification-competitor 
perspective 
Relationship with 
restaurant 
performance 
 Coefficient  Coefficient Coefficient 
Customer equity 0.728** 0.632** - 
Marketing signals 1.153** 1.129** - 
Islamic attributes 
    Traceability 
    Customer focused 
0.830** 
0.150* 
0.460* 
0.705** 
0.657** 
0.494* 
- 
- 
- 
Marketing benefits 0.320* 0.591** - 
Non-Islamic attributes 0.129* 0.431* - 
Local awareness 0.368* 0.785** - 
Cost of certification -.164 -.144 - 
Cost of compliances -.136 -.362 - 
Halal certification 
   Customer perspective 
 
- 
 
- 
1.490** 
0.833** 
   Competitor perspective - - 0.690** 
 
Notes: significance at: *p < 0.05;  ** p < 0.001. n = 163 ;  
R2= 0.793,  Adjusted  R2 = 0.760;   dependent variable: Halal Certification - Customer Perspective 
R2= 0.751,  Adjusted  R2 = 0.733;   dependent variable: Halal certification - Competitor Perspective 
R2= 0.390,  Adjusted  R2 = 0.381;   dependent variable: Restaurant Performance 
Concluding that, all the positive independent variables are
very good predictor and influencers for the adoption of halal
certification from both customer perspective and competitor
perspective. While negative predictors are not good and reliable in
Muslim community due to increased demand from customer in the
market. However, adoption of halal certification, either due to
competitors or customer pressure, helps in enhancing restaurant
performance in term of financial as well as non-financial aspects.
Discussion and Conclusion
Customer equity influences managerial decision making about
adoption of halal certification. The findings are strongly supported
by literature (Al-Harran & Low, 2008; Omar et al., 2008; Peri, 2006). As
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it is argued that halal certification is a symbol of trust which increases
confidence level among Muslim customers (Al-Harran & Low, 2008),
whereas peace of mind and satisfaction comes from trust (Shafie&
Othman, 2006). According to Muhammad et al. (2009) managers
perceive halal certification as safe and clean food and food safety is
an aspect on which customers are ready to pay more prices (Marzuki,
2012). In another study conducted by Hashim (2004) hygiene was
found to be important aspect. According to Mohammad (2004) hygiene
practices are necessary to produce halal food, because halal standard
covers all the hygienic, safety, quality and health issues (Meuwissen,
2003) which support our findings.
Consistent with the existing literature (Alam& Sayuti, 2011;
Bonne et al., 2007; Bonne et al., 2009; Marzuki, 2012) the study found
that Islamic attributes (third dimension) is the most influential and
fundamental factor that signifies positive relationship with the
adoption of halal certification. Research says that marketing benefits
is also a factor which managers take under consideration while taking
decision about certification adoption. Marketing benefits include; mark
establishment, tourism market, strategy tool, and competitive
advantage as according to Zailani et al. (2011) halal tourism market is
very important in tourism sector and restaurant mangers take this
aspect into account while certification. Marzuki (2012) argues that
halal tourism is taken as a competitive advantage over non certified
restaurants. In this context results are contrary to the findings in
literature claiming that mangers make choice of  halal certification
because it provides many marketing benefits to the restaurant.
This study confirms positive but relatively weak relationship
between Non-Islamic attributes and halal certification. According to
the managers, Pakistan is a country where non-Islamic attributes are
not much focused. In this study non Islamic attributes were; demand
and satisfaction of Non-Muslim customers. It is said by Aziz and
Chok (2013) that halal food has been adopted by Non-Muslims as
their life style choices because it is tastier, hygienic, and safer. On the
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other hand literature says that non-Muslim Russians has shown
purchase behavior in favor of halal foods from Muslim stores (Marzuki,
2012, Marzuki et al., 2012) which is an indicator of increased demand
level. It can be argued that awareness about halal foods and its
certification is increasing because of which requirement for halal
certification has emerged rapidly. This is consistent with the findings
of Golnaz et al. (2010) who argued that awareness of halal principles
and halal food products are determined by a positive attitude.
According to AL-Harran & Low (2008) there must be a
significant negative relationship between both variables as managers
do not go for those issues which are costly. In Muslim community
halal certification is very important and it appears that for them
certification cost is not a considerable issue. Cost of compliance is
related to the costs incurred during maintenance and its follow up.
Again findings of Marzuki (2012) supported results that cost of
compliance do not effect managerial decisions towards halal
certification in Muslim countries. It was estimated that halal
certification adoption increases restaurant performance. The finding
of study confirms that there is a significant positive relationship
between both variables as supported in literature of Halal food that
maintaining the standard enforcement and certification in restaurants
ultimately enhance restaurant performance (Bernhardt, Donthu&
Kennett, 2000). The study also revealed that two factors of halal
certification, customer perspective and competitor perspective
influence restaurant performance. When managers take decision about
the adoption of halal certification keeping in view customer
perspective or competitor perspective, restaurant performance is
positively affected.
Limitation, recommendation and implication
Response rate and attitude towards research importance in
Pakistan was the major limitation which consequently effect
generalizability of the study. In future, cultural affect on decision
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regarding Halal certification choices can be studies as moderator.
Furthermore comparative study can be carried out under the context
of individualistic and collectivistic culture. Different religions may
show different effects under same situation. So, religions can also be
carried out as moderator in this study.
Theoretical model of this study can act as a platform for
IFC’s policy makers in the hospitality industry, as the model presents
high need of halal certification endorsement. There is an urgent need
of compulsory certification of Pakistani halal standard or board, its
proper enforcement and maintenance. To satisfy this need adoption
of local certification should be made mandatory for IFCs and local
chains. This can also lead to increase the trust and authenticity level
among Pakistani and foreign customers.
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